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MEMBERSHIP GOALS 

AAF-Fort Worth membership and communications efforts this year have centered around challenges and 

solutions for the club as a whole. This included cohesiveness, a fresh look, and clever messaging to 

improve connections and engagement with membership around club programs. We are committed to 

informing our members, guests and potential members of all club happenings and how being a member 

benefits them in more ways than one. To effectively make these changes, we evaluated 2018-2019 

retention numbers, new members, and member and non-member attendance to come up with these goals:  

● Increase membership by 20% 

● Retain 80% of the membership 

● Increase involvement in events by 15% 

During 2019-2020, we increased focus on a new audience to align with AAF-Fort Worth’s ongoing goal 

of attracting the advertising industry’s newest professionals. This audience is primarily made up of 

college students, recent graduates, local artists and small business owners. Based on knowledge of 

previous years, we know that these members who join AAF early in their careers are some of the most 

active participants in events and volunteer opportunities for years to come.  

ACHIEVING GOALS (EXHIBIT 1) 

Programs - Promote AAF benefits to recent graduates: 

● Launched an early grad discounted membership rate to encourage early career AAF involvement 

● Held Fall and Spring Crawls for students to tour local agencies and network with professionals 

● Promoted professional membership benefits to college students by attending the University of 

Texas at Arlington’s Comm day 

Volunteerism 

In 2019 - 2020, we utilized SignUp Genius, an online software tool for volunteer management and event 

planning. This tool allowed Board members to save time with sign-up sheets and schedules for our annual 
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Benefit Bash (benefiting PMR Charity), American Advertising Award entry intakes, American 

Advertising Awards gala setup, Empty Bowls volunteers and more (EXHIBIT 1.1).  

Member Feedback  

At many of our luncheons, we handed out surveys to our attendees to better understand the types of 

programs of interest and what keeps them coming back to AAF-Fort Worth events. Having the feedback 

from our attendees helped shape the locations of our events, topics, and how they like to receive 

communication. Since collecting surveys, we have increased our social media communications and 

reduced the number of emails sent out. While email remains a primary communication method, a social 

media post is often a more effective way to reach our members whose inboxes are already very full.  

Club Operations 

Our member management tool, StarChapter, allows us to keep track of current members, non-members, 

and recently expired members in the grace period. Members who are approaching their membership 

renewal date receive email notifications two months and one month prior to expiration. Recently expired 

members who are currently in the grace period are also contacted via email to inform them of their lapsed 

membership and encourage them to renew.  

During American Advertising Awards season, we had an additional membership push to encourage 

anyone submitting entries to become a member and receive the discounted entry rate. Additionally, 

anyone who mistakenly purchased a ticket to the American Advertising Awards at the member rate but is 

not a member is followed up with directly to encourage them to become a member and receive those 

benefits rather than simply paying the difference.  

Upcoming membership plans include new membership messaging with simplified language about 

benefits and membership tiers. This messaging will be part of new handouts and brochures that can be 

used at luncheons, events and campus visits.  Finally, we are planning an email campaign that will target 
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students graduating in the Spring. This campaign will promote our new membership tier for recent 

graduates and encourage them to join early in their careers.  

Communications 

In the past few years, the AAF-Fort Worth club has struggled with getting programming information out 

to our members and attendees with adequate notice. A goal for the communications and programs chair 

for this term was to have a minimum of 2-weeks’ notice for all upcoming events. We achieved this goal 

most of the time by updating members through emails, website graphics, Facebook posts and events, 

Twitter, Instagram, and LinkedIn. Facebook continues to be our most effective social media platform with 

almost 1500-page likes. Over the past year, we have gained more than 150 followers with the past several 

months gaining traction (EXHIBIT 1.2). The follower growth as of late can be attributed to our American 

Advertising Awards Gala which included posting at least once a day for the two weeks leading up to the 

event and recognizing each of our wonderful sponsors (EXHIBIT 1.3). 

Last year, we started our LinkedIn page which has been beneficial for reaching out to our members in a 

more professional setting than other social media platforms. Since the page launch in early 2019, we have 

hit almost 100 followers and see just as much engagement on LinkedIn as we do on Facebook. In the past 

30 days, our followers have increased by 16 LinkedIn members (EXHIBIT 1.4). We also use this as a tool 

to publish blogs and articles from our website that are often overlooked by our members. 

COMMUNICATION MATERIALS (EXHIBIT 2) 

Our core methods of communication include Facebook, Instagram, LinkedIn, Twitter, email marketing, 

website updates (through our website system, StarChapter), and Instagram & Facebook stories. Each of 

these tactics is used for event promotion, government news, meetings, and more and go to our database of 

members and interested non-members. Emails have proven to be the most reliable way to get information 

about events out to our database, with Facebook following. Our emails provide the most information as to 

what time, place and topic our events cover using the details provided on the website event page. Many of 
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these details are then translated to our Facebook event pages that garner interest and allow for others to 

invite their friends (even those not in the industry) to our events. The ability to share our events and 

expand our reach to those who may be interested in the luncheon topic, but not in advertising or 

marketing, has proven to be a valuable tool in expanding our database and reach. 

Since we have a constant stream of events happening within the club, it is easy to get overloaded with 

social media postings and emails, so using our chapter communication tool, Basecamp, we have created 

calendars to manage events posted on social media or sent in an email. Using Basecamp allows all board 

members to have access to the calendar and see when events are planned to promote (EXHIBIT 2.1).  

As mentioned previously, our website is the best outlet to comprehensively communicate a variety of 

information to our members and non-members. Over the past board term, we have worked on updating 

our website more often to include all government news, adjust the colors of the site to reflect the 

organization’s colors, and start cycling in homepage rotators of events (EXHIBIT 2.2). Previously, we 

had two stock images rotating on our homepage that did not reflect our membership, but now we have 

new images reflecting our club values, encouraging membership, and promoting upcoming events.  

In addition to homepage rotator images and content, for our American Advertising Awards this year, we 

wanted our website to reflect the theme. To do this, we changed all styling of the site, including colors to 

reflect the red, white and blue theme, and had the gala front and center in the rotation of images 

(EXHIBIT 2.3). This was a nice tie into our biggest event of the year and another way to support our 

committee, plus every website visitor was reminded to either submit entries or buy tickets to the gala. 

COMMUNICATION GOALS AND RESULTS (EXHIBIT 3) 

Social Media 

Social media outlets are integral to our communication plan to quickly reach our audience where they are 

already checking for relevant information and happenings. For each luncheon, happy hour, and other 

events, we posted graphics and clever messages on Facebook, Instagram, LinkedIn, and Twitter, plus 
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event pages on Facebook (EXHIBIT 3.1). With the goal of having a minimum of 2-weeks’ notice per 

event, all communication was sent out the day received, then two weeks prior, one week out, and 1-2 

times the week of, depending on the day of the week the event fell on.  

The continuation of Instagram and Facebook stories provided an outlet to speak to our community in a 

more raw way showing further relatability. For events such as the Student Ad Crawl or American 

Advertising Awards, this gave members a behind-the-scenes look into setup or other views of agencies 

that students were learning about. With the stories, we repost agency work and job postings. Our stories 

have higher engagement than traditional posts with an average of 150 views per post. (EXHIBIT 3.2) 

After starting our LinkedIn page in early 2019, our numbers have grown, however both LinkedIn and 

Twitter are our least engaging platforms. We find that it is still relevant to post on both of these platforms 

due to 1) the newness of LinkedIn and a different type of audience, and 2) the importance of sharing and 

gathering news from Twitter. Many people rely on news coming from the two platforms, so we have 

agreed to keep it in our suite of social platforms for the quality of engagement rather than quantity. 

Goals: 

• Create content to promote events and initiatives to followers with cross-platform deployment 

• Introduce informational campaigns, especially for the American Advertising Awards to encourage more 

entries, attendance, and membership, to benefit from entries and gala tickets at member rates 

• Employ interesting visuals in a variety of media with persuasive copy to drive action 

• Support Fort Worth’s advertising community by sharing job posts and government issues 

• Grow followers, boost event attendance, increase volunteer efforts, and increase engagement 

• Share the benefits of becoming a member with non-members  

Target: Members and non-members following our social channels and their connected networks.  

Distribution System: Facebook, Instagram, Twitter, LinkedIn 

Budget: All social media was done organically, and a paid budget was not put behind it. 
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Results: Between March 2019 and February 2020, we gained 165 Facebook followers, reached an 

average of 161 followers with links, and 142 average followers with posted photos. Our highest reaching 

post was for the American Advertising Awards, reaching 492 people organically (EXHIBIT 3.3). 

Instagram followers grew from 578 to 748 followers, LinkedIn went from 29 to 106 followers, and 

Twitter increased the least from 1,777 to 1,787 followers.  

Website 

The website communicates how AAF-Fort Worth strives to "Connect" through networking happy hours, 

membership and sponsorship opportunities; "Educate" through professional development luncheons and 

board leadership & committees; and "Inspire" through awards for the American Advertising Awards, 

Silver Medal and Dateline that honor prowess in our industry (EXHIBIT 3.4). A top visited area of the 

website includes event pages with access to online event registration. The back-end management of this 

process in StarChapter allows our club to create event pages linked to the registration process and the 

same messaging can filter directly into an email message for a more streamlined approach that this single 

tool provides (EXHIBIT 3.5). Another regularly updated section includes blog posts periodically added to 

feature government relations news relevant to advertising and press releases for membership can visit to 

stay up to date on those topics (EXHIBIT 3.6). Job posts submitted online by local companies are 

evaluated by a website administrator to approve or deny posting to the site, providing another benefit to 

those active in the club -- whether searching for an employee or a new position (EXHIBIT 3.7). The 

"Inspire" section includes information on the American Advertising Awards, our largest event every year 

(EXHIBIT 3.8) and links to entry process and event details featuring the "Win Bigly" theme.  

Goals:  

• Keep website content up to date with events & club information 

• Provide a useful ecommerce portal for online event registration and membership renewal  

• House current professional and student membership benefits, details and costs to join  
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• Be an outlet for job postings and latest industry news to support Fort Worth's advertising community  

Target: Member and non-member industry professionals, educators, students, the greater Fort Worth 

community, and government officials  

Budget: The annual cost for StarChapter is $1,020.  

Distribution System: AAFFortWorth.com 

Results: In the past 12 months, traffic to the aaffortworth.com website included approximately 2,400 

visits per month with 1,100 of those as unique visitors and over 24,000 total pageviews (EXHIBIT 3.9).  

Email 

Email has been the most targeted method to reach our members and following who have subscribed to 

receive these communications to learn about upcoming programs and events. Last year we struggled with 

the onboarding of StarChapter and the need to verify emails. This year we have gotten that under control 

and our database grew from 937 emails to 1,069. The American Advertising Awards call for entries and 

gala tickets for sale have been distributed via email through the StarChapter system with creative 

messaging consistent with the Win Bigly theme (EXHIBIT 3.10). 

Outside of StarChapter, members of the board contacted vendors and partners for sponsorship requests for 

the holiday party auction and the American Advertising Awards gala which successfully started 

conversations that resulted in agreements for sponsorship.  

Goals: 

• Grow the email database to reach more interested subscribers with each deployment 

• Schedule consistent email blasts for programs, happy hours and other club events 

• Leverage existing relationships to secure sponsor donations via email 

Target: Member and non-member AAF-Fort Worth verified email subscribers; Board member email 

contacts to source for sponsor donations 

Distribution System: StarChapter email system 
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Budget: As previously mentioned, the annual cost for StarChapter is $1,020, which covers the website, 

membership and event registration management, and email functionality for a single cost. 

Results: We achieved StarChapter database growth going from 937 emails for each deployment to over 

1,000 by working to create relevant content for our database. Open rates averaged 23%, showing positive 

response rates that correlate to event attendance. The percent growth in American Advertising Awards 

gala sponsorships from the previous year to this year increased by 68.2%, from $11,000 to the highest 

amount in recent years, $18,500 as a result of direct emails to previous and new sponsor contact. 

CONCLUSION (EXHIBIT 4) 

Through our communications and membership efforts, we were able to share the importance and benefits 

of being a member in the AAF-Fort Worth Chapter. As a result, we’re proud to report that our 

membership increased from 62 in March 2019 to 78 in February 2020 for a 26% growth that exceeded our 

20% growth goal and our 80% retention goal (EXHIBIT 4.1). Non-members also grew by 300 people, 

from 1294 to 1594 in the same time period, providing a larger audience to continue work to convert those 

interested individuals and groups to members (EXHIBIT 4.2). Our social media and email marketing 

tactics yielded the most interest and showed results with the increase in emails, followers and 

memberships. We will continue to build upon what we’ve been doing and promoting, as well as evaluate 

our processes and problem-solve as needed to achieve more efficiencies, increased interaction, event 

attendance, and membership sign-ups among our members and followers. 
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EXHIBITS  

1.1 - SignUp Genius  

 

 

1.2 - Facebook followers 

 

 



2019-2020 Club Achievement: Membership Development & Communications	
AAF-Fort Worth, Division IV	
Submitted by Chairs: Meredith Redfern & Sarah de Verges 

	
 
 

1.3 - ADDY Sponsor posts 
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1.4 - LinkedIn Followers 

 

2.1 - Basecamp Social Media Calendar 
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2.2 - Homepage Sliders 
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2.3 - ADDY Theme 

 

 

3.1 - Social Media Outlets 
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3.2 - Instagram Stories 
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3.3 - Highest Reaching Facebook Post 
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3.4 - Website 
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3.5 - Events Page 
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3.6 - News Page 
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3.7 - Job Postings 

 

 

3.8 - Inspire Page 
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3.9 - Website Traffic 

 

 

 

 

3.10 – Emails 
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4.1 – Monthly Membership Levels increased from 62 in March 2019 to 78 in February 2020 (+26%) 
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4.2 – Monthly Non-Member Levels increased from 1294 in March 2019 to 1594 in February 2020 (+300) 

 

 

 

 


